




3. _____ is a flexible provider nehvork made up 
of high-performing physicians and tiered hospitals. 
4. ___ is a business partner that provides hospital 
quality health data on the web. 
7. New programs and services like ___ _ __ and 
Subimo help consumers access credible and relevant 
information specific to their personal needs including 
health coaching. 
9. The _____ family of health plans will grow and 
expand based on market needs. 
10. Consumers used to only have the option of 
enrolling by phone, but now, as a result of capabilities 
built through Empower, they have another option -
11. A ______ is not insurance, but is an 
account that, among other things, reimburses employees 






Look for the answers in an 
upcoming issue of Quick 
Connections. 
1. Empower is enabling the creation of a __ 
across multiple product lines for a stronger, more com­
petitive BCBSF. 
2. Empower supports our company's objectives and 
helps support our __ 
5. The ____ is an integrated tool set for BCBSF 
customer service personnel to use when interacting 
with our customers. 
6. ___ is a solution that increases customer value, 
supports our Vision and Mission and helps us deliver 
our Brand Promise. 
8. Empower is _ we develop and deliver our products, 
services and capabilities to the market. 
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ew ools enable better customer service 
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mpower and all of its pieces may seem puzzling at 
times; however, Robbie Higginbotham is confident 
that Blue Cross and Blue Shield of Florida (BCBSF) is 
putting the pieces together successfully. 
As a major company initiative designed to deliver on our 
Brand Promise, Empower enables employees to focus on 
our members. Through Empower, caring solutions have 
�·�-- -__ .,. ... 
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been developed and expanded to touch our members in a 
compassionate, professional manner, no matter what their 
needs may be. As an experienced customer advocate, 
Higginbotham has been one of the first employees to feel the 
impact of Empower initiatives. 
Prior to the implementation of these new capabilities, 
customer advocates focused on resolving issues quickly 
continued on page 6 
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EDITOR'S NOTE: 
We appreciate your feedback on Perspectives and have made a change to the format enabling you to store or file the publication. 
Did you know the new format actually saves the company money? Overall costs for the publication were reduced by 40 percent due 
to reducing the amount of pages and the type of paper we now use. 
> Amy Theis 
Local Group Operations 
I absolutely love the new 
design of Perspectives. The 
cover is calming to look at, 
especially for those of us in 
the call center. 
m 
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I wanted to take a moment to 
let you know how much I like 
the new Perspectives layout! 
What a bold, easy-to-read publi­
cation. I appreciate that 
Perspectives links all of BCBSF's 
different field offices throughout 
the state. It is so nice to stay 
connected with the different 
projects as well as those people 
who make them happen. 
I really enjoyed the article highlighting some of the different 
volunteer activities that BCBSF employees were involved in last 
year. There truly are a lot of things happening in the community, 
and more importantly, our employees have a presence in them. 
Kudos for a job well done as well as all of the volunteer opportu­
nities available through Blue Community Champions! 
> Laura Palmer 
Diversity Specialist 
ou Know? 
The BlueComplements program enables members and employ­
ees to take control of their health care by providing them with 
access to discounts on services they can really use. The dis­
counts available under BlueComplements are offered on LASIK 
surgery, vision exams and eyewear, massage therapy, hearing 
care, fitness centers, pilates and yoga videos and much more. 
> Lisa Merriman 
The content of Perspectives has 
always been very interesting, 
but I don't care for the new 
look. It's too big, and if I want 
to save the Perspectives maga­
zine, there's no way to file it. 
The old format easily fit into a 
file folder. Please consider 
shrinking it back down. 
FCL Marketing & Sales Administration 
I was interested in the recent issue of Perspectives and noted 
your request for feedback. While I enjoyed the content, I'm not 
crazy about the large format. I'm one of those folks who likes to 
file the issues for future reference. The oversized layout makes 
it tough to do that. 
Just my opinion - thanks for all your work on the publication. 
> Karen Morris 
NGBU Quality/Strategy and Compliance 
We realize communication is critical for the success of any cor­
poration; however, while you have some very good information 
included in the large and colorful publication, it obviously has 
cost quite a bit to publish. Continuously we are told we need to 
find ways to cut administrative costs. There must be a more 
cost effective method of communicating with our employees 
than something so exorbitant. 
> Janie Paulson 
Provider Care Support Unit 
SEND US YOUR POINT OF VIEW. 
You can submit your letter to the editor by sending an email 
to BlueViews. 
In 2002, more than 24,000 members used our BlueComplements 
vision program discounts which included approximately 1,600 
LASIK procedures. As a result of the discounts offered under 
BlueComplements , our members saved nearly $2.3 million 
off the expected retail cost of those services. 
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MARYELLEN SIMMONS, DIRECTOR Ofj1"HE� 
EMPOWER MARKET PLATFORM, BELIEVES \1 � 
BCBSF IS ON THE RIGHTTRACK BY OFFERING\ 
MORE CHOICES TO OUR MEMBERS. 
: 
of the health care puzzle 
Blue Cross and Blue Shield of Florida (BCBSF) is headed in 
a new direction. 
The future of health care holds a variety of questions - such 
as how to provide better service at lower cost while offering 
more choices to our members. Sharon Johnson, benefits 
administrator with Christ Fellowship in Pahn Beach Gardens, 
and MaryEllen Simmons, director in the Empower market 
platform, believe we are well on our way to solving this 
challenge as BCBSF leads us into the future of health care. 
Sharon Johnson recently faced a dilemma in providing 
health insurance benefits to approximately 80 full-time 
employees at Christ Fellowship, a contemporary, 
non-denominational church serving 16,000 members. 
Already a BCBSF customer, Christ Fellowship was facing 
ou Know? 1400 
en 
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a 25 percent rate increase 
in PPO premiums, signifi­
cantly affecting the benefit 
package available to 
employees. 
Wanting to offer the best 
benefits package available 
in a cost-efficient manner, 
Johnson was ready to 
listen when she was 
approached about Christ 
Fellowship being a pilot 
group participant for 
BlueOptions. Elsie Llerena 
and Sidney Jean, both 
sales executives in BCBSF 
South Florida offices, 
worked with Johnson. 
Llerena said Johnson was 
very excited about the plan 
and committed right away. 
"I was excited to go to a 
client and present a better 
ou Know? 
Web Enrollment -
Members Enrolled Online by Quarter 
• Fourth Quarter 2002 - 153 
• First Quarter 2003 - 104 
• Second Quarter 2003 - 1100* 
*projected based on ongoing enrollments 













plan at a lower cost," said Llerna. This new health plan 
offers various levels of choice including lower premiums 
and better coverage for employees willing to meet 
higher out-of-pocket cost. "With BlueOptions, we are 
offering three benefit plans with different co-pays and 
deductible amounts - our plans include good, better 




BCBSF's Empower platform offers more than just increased 
choice and cost savings. The platform is transforming the way 
we do business by providing new capabilities and tools to our 
employees and our members. These capabilities are increas­
ing the ways and means of interaction with our customers, 
supporting customer satisfaction and long-term loyalty. 
11There are more options for people 
to choose from and the plan offers 
lots of flexibility." 
Employees of Christ Fellowship were able to 
experience the ease of web enrollment, one 
of Empower's new tools, in their offices or the 
comfort of their homes. They also used a 
comparison tool to determine which one of the 
three plans in the choice model was the best 
individual fit. "Web enrollment went very 
ELSIE LLERENA, SALES 
EXECUTIVE IN BCBSF'S FT 
LAUDERDALE OFFICE 
SIDNEY JEAN, SALES EXECU­
TIVE IN BCBSF'S MIAMI OFFICE 
Simmons was pleased with the 
choice model offered to Christ 
Fellowship and the accompanying 
cost savings. "BlueOptions provides 
great value to both the group and 
its employees," says Simmons. "A 
lower premium compared to the 
prior year enabled the church to 
contribute 100 percent of the 
premium cost through one of the 
plans. Employees could then opt to 
'buy up' to two richer benefit plans 
that might better meet their needs." 
Due to the reduced cost of the 
employer's contribution, Christ 
Fellowship was able to off er dental 
coverage for the first time, adding 
to the overall benefits package. 
Response was very positive from the 
employees as they voted with their 
pocketbooks - participation in 
the program increased from 72 
percent to 93 percent as compared 
to last year. 
MyBlueService Transactions 
February 2003 - May 2003 
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smoothly," says 
Johnson. "If we 






was very proactive 
in addressing the 
issue and getting 
back to me quickly." 
SHARON JOHNSON, BENEFITS ADMINISTRATOR WITH CHRIST 
FELLOWSHIP IN PALM BEACH GARDENS, FLA., WAS EXCITED 
TO BE A PILOT GROUP PARTICIPANT FOR BLUEOPTIONS. 
BlueOptions, through the Empower platform, is providing 
more choices, cost savings and, as both Simmons and James 
have shown, an incredible opportunity for customer service. 
"Overall, we are very satisfied with our experience in the 
pilot program," says Johnson. "We don't have just one plan 
that fits all. There are more options for people to choose 










Take a moment and send us your nominationfor 
employee(s) who are InFocus. Email your nominations 
to Blue Views, including the name of the employee(s) or 
area you're nominating and why you believe they should 
be spotlighted in an upcoming issue. 
MyBlueService Member Page Views 
September 2002 - May 2003 
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ROBBIE HIGGINBOTHAM, CUSTOMER ADVOCATE, AND DAVID GARDNER, 
TEAM FACILITATOR, BELIEVE BCBSF'S NEW PRODUCTS, SERVICES AND 
CAPABILITIES ARE INCREASING CUSTOMER SATISFACTION. 
continued from page 1 
and answering as many calls as possible. Now, customer 
advocates have new services and capabilities to address 
the concerns of a member in one phone call. 
"When we can't resolve all of a member's issues during 
the first phone call, we keep the customer informed while 
we do the necessary research to resolve the problem," says 
Higginbotham. "When pursuing answers, we take the ini­
tiative to contact anyone the member would need to speak 
with in this given situation. Once we've made all of the 
contacts (physician, pharmacy, hospital, etc.), then we call 
the customer back with the resolution?' 
"I love the change," she continues. "This is the concept 
that I personally operated under before Empower. This is 
what the customer has been looking for. I was glad to see the 
company move in this direction?' 
Confirming the research of the Empower team, customers 
are responding very positively to this member-centered 
approach to service. "They are kind of in awe, at first," 
6 perspective st MMER 2001 
says Higginbotham. "A couple of members have told me 
they see BCBSF in a different light One even asked if this 
was the same BCBSF," laughs Higginbotham. 
Our new products, new services and new capabilities are 
improving customer satisfaction and increasing loyalty to 
our company. This isn't happening without a few bumps, 
however. Just as a puzzle piece may need to be shifted 
before its proper place is identified, so do the pieces of 
Empower. Flexible and creative employees who embrace 
change and share the vision of the company have been the 
most successful in implementing Empower and smoothing 
the transition. 
Higginbotham is in the unique position of managing 
some of those bumps for her colleagues. "We're taking the 
time to do 100 percent claim audits," she says. "It's critical 
to the success of the organization that every claim leaves 
the door correctly?' 
David Gardner, a team facilitator, values the efforts of 
Higginbotham and other customer advocates on his team. 
"They work hard to ensure that every member reaches the 
highest level of satisfaction," says Gardner. "Our employ­
ees are really dedicated to the customer and are getting a 
taste of what is coming in the future. We are moving 
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EMPOWERING MOVEMENT ON THE PATH 
OF A POSITIONING SPECTRUM 
" Solutions Developer, " " Advocate" - these 
words descri be what B l ue Cross and B l ue 
Sh ie ld  of F lor ida strives to be perceived as -
i t 's  our  Posit ion in the marketplace that 
describes what we have to offer that i s  un ique 
and why peop le shou ld ca re . 1 
These words represent steps on a path of a 
Pos it ion ing Spectru m .  Be ing an  " Advocate" 
for our members, the i r employers, phys ic ians ,  
agents and others we serve i s  the u lt imate 
pos it ion .  I t 's  when our  a ud iences be l ieve 
BCBSF  can del iver them the ab i l ity to l ive 
confident l ives . But it i sn ' t  easy to get there or 
stay there .  
That 's  why  bei ng a " Solutions Developer" i s  
where we' re strivi ng to be today. And we can 
do so by ensuring  that i nstead of s imply 
provid ing a number of products and services to 
the consumer, the sol utions we del iver to 
The Planned BCBSF Positioning Path 
them a re designed a round their needs .  
Take t h e  products, services and capab i l it ies 
bu i lt through Empower. There was a process 
for understa nd ing our a ud iences' needs and a n  
approach for develop ing t h e  sol utions .  
Empower made it poss ib le for  BCBSF to 
become a more consumer-oriented company.  
In  other words,  Empower was the " enab ler, " 
g iv ing us the mea ns and opportun i ty to better 
de l iver on our  Promise of provid ing ca r ing 
so lutions .  
Many com pan ies have s im i la r  enablers to 
del iver the i r  prom ises through products and 
services the i r  consumers need a nd va l ue .  
Genera l  E lectr ic® (GE )  is an  example .  Known for 
the i r  dedication to performance, i ntegrity and 
progress2 , G E  ensures that the products they 
sel l a re as c lose to perfect as  poss ib le .  
continued on  page 4 . .  
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Bu i ld i ng F lor ida 's Conf idence 
"Advocate" 
WHAT'S INS IDE 
Brand in Action . . . . . . . . . . . . . . . . . . . . . . . . . . .  2-3 
Brand Research and Measures . . . . . . . . . . . . . . . .  4 
2 
Brand In Action 
E MPOWER PUTS THE CONSUMER IN  THE C ENTER 
OF EVERYTHING WE Do - Now THAT'S B RAND IN  ACTION ! 
Be ing consumer-focused is at the 
hea rt of our  B rand .  It i s  for 
consumers that we dedicate our  
da i ly  efforts to provid ing  ca ri ng 
solutions . I t 's for  them that  we 
apply our  strength,  experience and 
com mitment to deve lop practica l 
so lut ions and provide an a rray of 
cho ices in our  products and 
services. 
themselves and their fam i l ies .  Ou r  
new services and capab i l it ies 
enable members to access 
educationa l  sou rces, l i ke Health 
Dia log 's® health coaches, hea lth­
re lated websites and Sub i mo's
™ 
hospita l qua l ity data , when and 














New consumer-focused plans 
High performing provider network 
New care & service programs 
Choice Program 
I I 
1-6 Anci l lary 
B lueOptions Products 
Plan 
New benefit program 
Fixed employer prerrium contribution 
Meets diverse employee needs 
Consumer-Directed 
Health Plans • 
I 
BlueOptions BlueChoice 
+ HRA + "H RA 
New approach 
Consumer directs funds 
Lower premiums & health accounts 
encourage more consumers to participate 
Be ing consumer-focused is a lso at 
the hea rt of Empower .  New 
products, services and capab i l it ies 
bu i lt through Empower, and 
exist ing products, services and 
capab i l i t ies that now work smarter 
and faste r, provide F lor ida 
consu mers more choices offered i n  
an  i nteg rated fash ion ,  h igher qua l ity 
service and improved access to 
i nformation and care . 
Today, customers have access to 
tools  that make worki ng with us 
eas ier  and more fu lf i l l i ng .  Empower 
has enab led our  company to 
respond to market changes and it 
wi l l  a l low us to respond to future 
changes.  We have to . I t 's our 
respons ib i l ity. 
New Care and Service Programs for Bl ueOptions Mem bers 
Through Empower, we deve loped 
B l ueOpt ions,  a new fam i ly of 
health plans that s ign if icant ly 
i ncrease coverage choices -
especia l ly when coup led with 
products from our D iversif ied 
B us i ness sector or our new 
Hea lth Re imbursement Account, 
creat i ng  our vers ion of a 
" Consumer-Di rected Hea lth P lan . " 
With more choices, members need 
more i nformation to be better ab le 
to make hea lth ca re decis ions for 
This chart lays out for you how 
Empower enables our company 
to meet customer expectations, 
resulting in our Florida 
community seeing a stronger, 
more consumer-centric Blue 
Cross and Blue Shield of Florida. 
And that's important to 
remember. Empower is the how, 
the enabler. Empower is Blue. 
Helping Customers Choose Products 
Print and web-based b i l ingua l  enro lh1ent 
information 
Web enro l lment and maintenance 
New enrol lment service un it 
• B i l i ngua l  
• Web,  chat ,  ema i l , phone  
• Extended hou rs 
New proposa l and  rat ing process for 
brokers and  employers 
Educating and Serving Me 
Using you r  product: c u sto 
Con s u m e r  G u ide ; FloridaBIL 
n ewsletter) 
Hea lth care education : ho�  
p rovider  data ;  hea lth ca re cc 
web-based hea lth i nformat i c  
v ideotapes  
Web self-service capabi l iti 
( M y B l ueServ ice)  
• Review coverag e  
• V iew C la i m s  
















New consumer-focused plans 
High performing provider network 
New care & service programs 
Choice Program 
r-----
1 -6 Anci l lary 
B lueOptions Products 
Plan 
New benefit program 
Fixed employer prerrium contribution 
Meets diverse employee needs 
Consumer-Directed 
Health Plans ... 
� 
BlueOptions B lueChoice 
+ HRA + H RA 
New approach 
Consumer directs funds 
Lower premiums & health accounts 
encourage more consumers to participate 
BlueChoice 
Classic statewide PPO 
Range of plans 
New services: 
Web enro l lment 
New care programs ( 1 /04) 
ew Ca re a nd  Serv ice Progra m s  for BlueOptions M em bers 
Helping Customers Choose Products Educating and Serving Members 
Print and web-based bi l ingual  enro l l'llent Using your product:  customer  a dvocate; 
information Consumer  G u ide ; FloridaB!ue (member  
Web enro l lment and maintenance 
newsletter) 
New enro l lment service unit 
Health care education : hosp ita l qua l ity and  
p rov ider  data ; hea lth care cost i nformat ion ; 
• B i l i n gua l  web-based hea lth i nformat io n ;  a u d iota pes ;  
• Web, chat ,  ema i l ,  phone  
v ideotapes 
• Extended hou rs 
Web self-service capabil ities 
(MyB l ueSe rv ice)  
New proposa l and rating process for 
• Review coverage  
brokers and employers 
• View C l a ims  
• Ve r ify persona l  i nformat ion 
+.I 
BlueCross B lueSh ield 
of Florida 
BlueCare 
Classic Managed Care 
Range of plans 
New plans, services: 
4 new plans 
Web enrol lment 
Pharmacy 
Range of plans 
New low-cost plans 
Helping Members with Care 
An Independent Licensee of the 
Blue Cross and Bl ue Shi eld Associ ation 
Anci l lary Products 
Dental  - includes new plans 
Term life, AD&D 
Flexible Spending Accounts 
Long-term care 
Disability 
Personal health coach for significant 
medica l decisions 
Nursel ine 24/7 
Chronic health condition management 
Individual case managers 
Proactive member outreach 
B l ueComp lementssM : d i scou nt  ca re p rog ra m  
(e . g . , LAS I K  v is ion  correction ,  a lternat ive 
ca re ,  hear i n g  a ids )  
■ New products, services and capabil ities 
brand matters I Summer 2003 





An Independent Licensee of the 
Blue Cross and Blue Shield Association 
E MPOWERING MOVEMENT ON THE PATH 
OF A POSITIONING SPECTRUM (CONTINUED FROM COVER) 
How do they do it? S ix S igma .  I t 's 
the i r  enab ler - " how " they deve lop 
and del iver products and services 
with as close to zero-defects as 
poss ib le .3 And it has permeated 
the i r  company. " S ix S igma has 
cha nged the DNA of G E  - it is now 
the way we work - in everyth i ng  
we do and i n  every product we 
design .  " 3 
As with G E  and S ix S igma,  
Empower is one of BCBSF 's  
enab lers - our  " how. " I t  
represents a new mindset and way 
of do ing busi ness for us .  I t  gets 
back to the process and approach 
for del iver ing more customer­
focused health ca re coverage .  
Th is  new set of too ls a l l ows our  
company to offer a broader set of 
products in a more i ntegrated 
fash ion ,  as we l l  as more 
access ib le  i nformation and h igher 
qua l ity service - a l l  at more 
affordab le pr ices. 
Enab lers can be h igh ly v is ib le - in 
some cases, becom ing the i r  own 
brand - or transparent, where the 
company del iveri ng the products 
and services is known for what the 
enabler del ivers . 
Both Six S igma and Empower a re 
examples of the latter .  When you 
th i n k  of the qua l ity G E 's products 
a re known for, S ix S igma doesn 't  
automatica l ly come to mind .  G E  
" gets the credit . " 
The same is true of Empower. 
B l ue Cross and B l ue Sh ie ld of 
F lor ida should get the credit for the 
new products, services and 
capabi l it ies being offered to F lor ida 
consumers .  Not another brand -
not th is th ing we know interna l ly as 
" Empower. " That's why you won 't 
see " Empower"  used externa l ly i n  
our  marketplace . 
That's not to say Empower isn 't 
important. I t 's s imply to say 
Empower is B l ue .  
Of  cou rse , be i ng  a customer-d riven 
health p lan doesn 't  a l low us to stop 
at one sol ution . There a re other 
i n itiatives underway that a re doing 
j ust that - becom ing  enab lers for a 
better BCBSF .  Physic ian and 
Provider Relationsh ip Management 
(PPRM)  and Customer Relationsh ip  
Management (CRM)  a re just two 
examples of major i n it iat ives that 
have the potent ia l  to offer 
numerous so lut ions to our  
members and providers. 
There 's  a lot of good going on in 
th is company, which bu i lds 
F lor ida 's conf idence i n  us. This 
he lps strengthen our  " Solutions 
Developer" posit ion i ng  and moves 
us c loser to becoming an  
" Advocate. " 
' Rob Gelphman, "Pos111oning: The M,ssmg 
Piece in the Tech Sector. " 
' www.ge.com 
3 www.geplastics.com 
B RA D RESEARCH AND M EASURES 
I n  March ,  over 2 ,400 employees 
completed the Empower Su rvey. 
The purpose of th is survey was to 
determ ine the awareness, fam i l ia rity 
and understand ing of Empower. So, 
what a re the answers to a few of 
those quest ions ? 
Approximately 52 % of respondents 
were somewhat or very fam i l ia r  with 
Empower. That means that 48% 
were not fam i l i a r  with the i n itiat ives 
or capab i l it ies deve loped through 
Empower. We admit that th ings can 
get confus i ng i n  our  company and 
industry - we a re i n  constant change 
to meet the needs of our 
marketp lace . 
Another question asked pa rtic ipants, 
" Based on what you know, 
Empower is best described as . . .  " 
1 8% of respondents answered 
" product, " 6% answered " a  
system, " 1 8 % bel ieved i t  was an  
" i n it iative, " an  even h igher 
percentage of 34 thought it was a l l  
of  the above, but 23% of the 
respondents d idn 't know how to 
describe Empower. 
We 've seen your puzzlement and 
hopefu l ly the p ieces a re beg i nn i ng to 
come together for you .  To answer 
the question above, Empower is not 
a hea lth plan ,  a " what, " a product, a 
department or divis ion ,  a system or 
a new brand .  However, Empower is 
a " how" not a "what, " it 's one way 
we del iver on our  B rand Prom ise, it 's 
one of our sol utions to a chang ing 
marketplace, i t 's  a new mindset - a 
way of do ing bus iness and a cata lyst 
for development of new products , 
services and capab i l it ies . 
Each employee has a piece of the 
puzz le .  Each employee p lays an 
i ntegra l pa rt in putt ing the pieces 
together for our company so we can 
conti n ue to meet the needs of those 
we serve . 
Have a Promise success story, brand research or a little-known 
fact about another brand you'd like to share? Please contact 
Robin Sullivan (5-3012)  to share your ideas for Brand Matters, 
an Advertising and Market Communications publication. 
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Empower is designed to provide each employee with the 
necessary tools to do their best job .  Open communication 
between various BCBSF sectors is providing the channel 
to keep everyone  in the loop, strengthening BCBSF and 
making the experience better for employees and customers. 
"The capabilities we have help us to better serve the cus­
tomer in a more friendly fashion and with more confi­
dence," reflects Higginbotham. " I'm very confident in what 
I 'm able to deliver to the member with the tools we've 
developed?' 
"It's very satisfying and encouraging to see people come 
together. I'm proud to be a part of Empower as we blaze a 
trail wide open to the future of BCBSF," says Higginbotham. � 
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R ICHARD CASSI DY, M . D . ,  CORPORATE M E D ICAL D I RECTOR,  
EXPLAI NS TO AG ENTS HOW BCBSF B U I LT N ETWORKBLUE ,  
BCBSF 'S F LEXI B LE ,  N EW PROV IDER  N ETWORK .  
Co-workers Mel issa and Sean 
ran into each other in  the 
cafeteria one day last week . . .  
"The company is changing. How many times have I heard 
that?" Sean asked Melissa, as she happened to mention 
her excitement about some of BCBSF's new capabilities, 
products and services. 
PATRICIA ENGEL, D IRECTOR, EM POWER PROD­
UCT DEVELEPMENT, IS PART OF THE TEAM 
WORKING TO ENSURE OUR NEW PRODUCTS, 
SERVICES AND CAPABILITIES ARE SUCCESSFUL. 
8 perspectives s1 VIMEH .mm 
"I get that reaction a lot, and I 
can understand your doubts, " 
Melissa said. "But, this is for 
real. Have you heard about the 
agent events?" 
"A.gent events? What agent 
events?" Sean asked. 
"Well, BCBSF has developed 
new products, seroices and 
capabilities. They were originally 
designed for the new set of 
BlueOptions health plans. But, 
they're in such demand that 
many are being extended to our 
current products. BlueOptions 
and product extensions that 
include new seroices and 
LYN N  ESPOS ITO, D I R ECTOR,  EM POWER SERVICE PLATFORM, 
POI NTS OUT SOM E  OF THE N EW E N HANCEM ENTS AVA ILABLE 
ON TH E MYB LUESERVICE WEBSITE . 
capabilities were presented across the state in April and 
May, and agents loved them! Infact, Wendy Bowman, 
sales director, North Geographic Business Unit, "West Coast, 
said the agents were excited about the products - and 
requests areflooding the Tampa sales office." 
Melissa continued, ""Wendy also forwarded comments from 
a Tampa agent, James Nichols, who said in all the years he 
has worked with BCBSF, he has never seen the progressive 
stuff' he saw at our Tampa agent event. He said we're ahead 
11
We've been hearing that 
consumers want more choices 
and we're del ivering  them."  
of the pack with Health Reimbursement Accounts and with 
web enrollment, and Todd Torgersen, an agentfrom the 
Panhandle, said that you could see everyone's excitement 
about the new products and programs introduced at the 
meeting. According to him, they're already talking about the 









"Really?" asked Sean, "Maybe I haven 't been paying enough 
attention. What are they so excited about?" 
"A lot - I'm amazed by what we've been able to do, " 
Melissa said. "In a nutshell, these new products, services and 
capabilities are helping us deliver on our Brand Promise. "  
Sean ro1led his eyes, "Oh, Melissa . . .  you 're talking in cor­
porate speak. Is there more?" he asked wearily. 
"They show that all that caring solutions 'stuff' is not just words 
hangi"ng on our coriference room walls. And, the new products, 
services and capabilities are just some of the exciting things that 
help BCBSF truly deliver wring solutions to Floridians." 
continu e d  on pag e 1 0  
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ELENA SCH RADER ,  MD,  CORPORATE M ED ICAL D I RECTOR, SPEAKS 
TO AGENTS ABOUT THE VAR I ETY OF PROGRAMS AVA I LABLE TO HELP 
MEMBERS BY PROVID I NG I N FORMATION AND SUPPORT TO MAKE 








"Trying to be open-minded, " Sean replied. "Keep going."  
"We've been hearing that consumers want more choices -
and we're delivering them. We still offer our HMO and our 
PPO products, and we've also introduced BlueOptions and 
consumer-directed plans. Some of our health plans offer 
many d-if.ferent choices such as physicians, hospitals, how 
much members want to pay for services, information sources 
and care programs." 
"Okay, so we 're offering more health plans. Isn 't that only 
going to confuse customers? ' asked Sean. 
''No, because we're providing more information to help peo­
ple make choices that best meet their needs. Members can 
choose whether or not they want to pay for services - and 
the information available will help them determine if cer­
tain providers or services are worth the extra costs." 
'ft still se ms too complicated for members, " Sean said 
doubtfully. 
CRAIG THOMAS, VICE PRES IDENT, PRODUCT DEVELOPMENT 
AND MANAGEMENT, KICKED-OFF EACH OF THE AGENT MEETINGS 
EXPLA IN ING THAT BCBSF IS  COMM ITTED TO PROVI D ING 
CONSU M E R-FOCUSED PRODUCTS. 
1 0  perspectives st  �nrnn 2003 
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"Too complicated?" Melissa asked. "Look at all the decisions 
people makefor themselves and their families nowadays ­
like buying houses and cars. They choose caregivers for 
family members and schools for their children. All of 
these· choices are based on information and their own 
personal values." 
"Melissa, you've got me hooked, and it's truly beginning to 
sound like our company is doing some pretty neat things. You 
mentioned care programs. What are they?" asked Sean. 
"�'ve got great new programs that help members connect 
to information and services when they need them like 
Health Dialog;'. They provide health assessment tools, 
health coaches, chronic condition management, support for 
significant decision-making and obtaining health information 
by phone, web or mail. Our relationship with Health 
Dialog helps us determine who may need specific information 
about certain conditions so we can reach out to members and 
offer assistance when they need it most, and they are HIPAA 
(Health Insurance Portability and Accountability Act) 
compliant, " said Melissa. 
"� also have a relationship with Subimo®, a vendor that 
provides hospital-quality data on the web. Through Subimo, 
our members can look at credible, third-party information to 
help them decide which hospital will be the best placefor 
them when they need to have an elective surgery." 
"Wow. I had no idea! Are these programs only available 
for BlueOptions members?" Sean asked. 
"Effective July 1, 2003, HMO and PPO members, including 
BCBSF employees, have access to many of these programs, " 
Melissa responded. "We 've also got great new services 
such as our new and improved MyBlueService website 
that helps members: 
BOB NAY, D IRECTOR, PRODUCT DEVELOPMENT, EXPLAINS AT THE 
AGENT EVENTS HOW BCBSF'S CONSUMER-D IRECTED HEALTH PLANS 
PROVIDE SOLUTIONS FOR MEMBERS WITH D IFFER ING NEEDS.  




• connect to Subimo 's hospital quality data; 
• evaluate treatment and medication options; 
• check claims status; and 
• manage personal information. 
And, we developed a new consumer guide that helps members 
understand and use their health plan. � have bilingual 
materials, web enrollment, a new proposal and rating process 
and a new enrollment service unit, " Melissa continued. 
Seeming overwhelmed, Sean asked, "Our company did all 
of this?" 
"Yes. Our company did all of this. And, the best part is, we're 
delivering it all - now. Isn 't it great?" Melissa asked. 
Sean shook his head, "Yeah, Melissa. Actually, it is great. 
You ought to write an article for Perspectives about what 
you've just told me. So now on to other important things -
how about the nice weather we've had lately?" � 
Editor note - This is a dramatization of a conversation 
that could occur as employees learn more about Empower. 





3. _____ is a flexible provider nehvork made up 
of high-performing physicians and tiered hospitals. 
4. ___ is a business partner that provides hospital 
quality health data on the web. 
7. New programs and services like ___ _ __ and 
Subimo help consumers access credible and relevant 
information specific to their personal needs including 
health coaching. 
9. The _____ family of health plans will grow and 
expand based on market needs. 
10. Consumers used to only have the option of 
enrolling by phone, but now, as a result of capabilities 
built through Empower, they have another option -
11. A ______ is not insurance, but is an 
account that, among other things, reimburses employees 






Look for the answers in an 
upcoming issue of Quick 
Connections. 
1. Empower is enabling the creation of a __ 
across multiple product lines for a stronger, more com­
petitive BCBSF. 
2. Empower supports our company's objectives and 
helps support our __ 
5. The ____ is an integrated tool set for BCBSF 
customer service personnel to use when interacting 
with our customers. 
6. ___ is a solution that increases customer value, 
supports our Vision and Mission and helps us deliver 
our Brand Promise. 
8. Empower is _ we develop and deliver our products, 
services and capabilities to the market. 
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